Abstract
Introduction
A highly demanding lifestyle is compelling consumers to adopt online shopping as an alternative to traditional retailing worldwide. In order to save time and money, people are motivated to purchase products and services online. Companies are investing intensely on technology to make best use of internet as the shopping channel. There is hardly any product, service or commodity which is not being sold through internet. Online shopping is unanimously accepted and recognized as a cost-effective, profitable and accessible medium to shop. Therefore, it becomes essential for online retailers to study online consumerism and how it is taking shape in today's era of rapid globalisation.
At present, the Indian retail industry is accelerating day by day. It is not widely accepted as the way it is accepted in Asian counterparts. India is excited to grow to be a most important player in the retail market. Since India is a developing nation, it is still not prepared for it. And they are leaving no stone unturned to become the best in retail Industry. Also India with a high on cross culture factor, it allows different companies bringing in variety of products targeting diverse consumer segments.
According to the Global Retail Development Index 2014, India ranks 20th place among the top 30 emerging markets for retail. There are many factors contributing to the boom in this sector. Some of them are increased consumerism with the ability to afford luxury items. Even there is increase in the spending power of Indians. Indian's are travelling abroad and they are exposed to different cultures, their way of living, their style and thereby more brands. Worldwide retailers' eye is on the Indian market because of the custom of giving lots of gifts for marriages, festivals and other important events. Hence it's essential for people to spend on gifts as a part and parcel of life irrespective of caste and creed and economic status. As there is no limitation to the spending power, Cities like New Delhi, Kolkata, Mumbai, Hyderabad, Bangalore and Chennai etc has fine market for about all product or service which offers a good proposal for a brand to break through Indian market.
Research objective
To identify the impact of Demographic factors like age, gender, marital status, family size, education, and income on online shopping behaviour of India consumers with special emphasis on Satisfaction with online shopping, future purchase intention, frequency of purchase, number of items purchased, and overall expend on online shopping.
Literature Review
Research of the Internet shopper has typically included demographic questions of age, education and household income (Fram & Grandy, 1995) . Over time the Internet buyer, once considered the innovator or early adopter, has changed. While once young, professional males with higher educational levels, incomes, tolerance for risk, social status and a lower dependence on the mass media or the need to patronize established retail channels (Ernst & Gender, marital status, residential location, age, education, and household income were frequently found to be important predictors of Internet purchasing (Fram & Grady, 1997 ; Kunz, 1997; Mehta & Sivadas, 1995; Sultan & Henrichs, 2000) . Sultan and Henrichs (2000) reported that the consumer's willingness to and preference for adopting the Internet as his or her shopping medium was also positively related to income, household size, and innovativeness. In 2000, women represented the major online holiday season buyer (Rainne, 2002; Sultan & Henrichs, 2000) . According to a report by the Pew Research Center (2001), the number of women (58%) who bought online exceeded the number of men (42%) by 16%. Among the woman who bought, 37% reported enjoying the experience "a lot" compared to only 17% of male shoppers who enjoyed the experience "a lot". Akhter (2002) indicated that more educated, younger, males, and wealthier people in contrast to less educated, older, females, and less wealthier are more likely to use the Internet for purchasing. Sultan and Henrichs (2000) in his study concluded that the consumer's willingness to and preference for adopting the Internet as his or her shopping medium was also positively related to income, household size, and innovativeness. Vijay, Sai. T. & Balaji, M. S. (May 2009), revealed that Consumers, all over the world, are increasingly shifting from the crowded stores to the one-click online shopping format. However, in spite of the convenience offered, online shopping is far from being the most preferredform of shopping in India. A survey among 150 internet users, including both users and non-users of online shopping, was carried out to understand why some purchase online while others do not. The results suggested that convenience and saving of time drive Indian consumers to shop online; while security and privacy concerns dissuade them from doing so.
The work of Kim and Park (2005) using U.S. samples suggests that their positive attitudes as well as willingness to search for pre-purchase information leads to a strong likelihood that they will buy online. Online shoppers, are required to have computer skills in order to use the Internet for shopping. Hence, those who are not comfortable with using the computer, will likely do their shopping at the traditional store, modern shop, or discount store (Monsuwe , 2004) because it will be faster shopping there than in the Internet shop. Goldsmith and Flynn (2004) state that the home catalog is another traditional selling channel where people can shop at home because of the varieties of products offered in the catalog. They can order through the phone or by mail. It is convenient except that they are not able to touch and feel products before purchasing. recent study by ACNielsen (2009), covering 38 markets and over 21,100 respondents across the globe has revealed that more Indians are taking to shopping online. It suggested an upward trend in online shopping across the world. A significant observation of this study was that India beat the global counterparts in number of purchases per month, with a mean of 5.2 purchases against the global average of 4.9. In India, books followed airline reservations closely, with 35% of netizens buying them online. Nearly 24% have bought electronic items and more than 20% have purchased items such as apparel, music and electronic entertainment such as movies, DVDs and games. The most favoured mode of payment for online purchases in India is the use of credit cards followed by cash-on-delivery. Online shopping in India is poised for greater acceleration as more manufacturers and providers integrate the Internet into their sales model. As PC and internet penetration grows, the key to increasing online purchases will remain in the hands of marketers in India.
Briefly, in the age of shopping mall, many people use the internet for their shopping requirements. Studies on on-line shoppers in India have largely been limited to their time, usage, convenience and money spending pattern, and preferences for a particular format. It has been found in the studies in other countries that shoppers also differ in terms of their demographic profile. Therefore, this study attempts to understand the impact of demographic factors of consumers that influence their nature towards online shopping in India.
Research Design and Methodology
The current study aims at examining significance and relevance of Demographic factors on Online shopping in India. A schematic presentation of demographic characteristics under investigation in the present study is shown below;
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Materials and Methods
To meet the said objectives, the study used both qualitative and quantitative researches. The exploratory study was done through review of existing literature that helped in validation and extraction of the important variables and factors. For descriptive phase, A Cross-sectional survey of respondents was done using a structured questionnaire. Data was collected from primary as well as secondary sources. Primary source is questionnaire, whereas secondary sources were journals, news papers, publications, internet, and books.
Sample Size
The sample size for questionnaire was 598. Questionnaire was pilot-tested on a sample of 45 to ensure the validity of the survey instrument. However, post elimination of incomplete responses, unreturned questionnaire and invalid answers, the final sample size used for analysis was 580. The sample for questionnaire was collected from New Delhi, Kolkata, Mumbai, Hyderabad, Bangalore and Chennai. The sample was mainly collected from metros and big cities assuming the high Internet diffusion rate. 
City Respondents
Research Tool
To meet the research objectives and to test projected hypotheses, the data analysis technique used in this study was ANOVA.
Results and Discussion
Online shopping was measured as responses of Indian consumers towards purchase of different categories of products in the past. Respondents were asked to recall purchases they have made for various categories of the products category in last six months. They were also asked to recall the amount spent on online purchases, frequency of purchase on the Internet and number of items purchased in online shopping. Six product categories were identified from the exploratory study include; Results show that age as one of the variables of demographics factor doesn't impact online shopping much in India. Results show that females (2.25) buy more frequently than males (1.43). This means that females are shopping 3-4 times in a month as compared to males who are shopping 1-2 times per month on internet. The result may be attributed to the reason that females are more impulsive buyers than males and are more likely to be attracted towards the promotional schemes offered by the online retailers and therefore buy more frequently through on-line shopping than do males. Rising Working woman concept has also given boost to it. Females also believe in status-quo and imitate others in shopping. Results show that marital status specifically does not influence any of online shopping parameters. The result can be explained due to nascent stage of online shopping in India, due to which single/married people are mainly using Internet for their specific needs. The evolution of online shopping in the future should see the different patterns between single and married people in the future. These results shows that family size significantly affects overall spend on internet shopping. Families with two children spend more on online shopping as compared to nuclear and extended families. Role of children has changed in the society and family; they are termed as "hidden persuaders" in the family who intend to buy more branded and luxurious products, Therefore spend on on-line shopping is more in case of family with two children. Families with two children have less responsibilities than extended families so they go more on vacations, buy more airline tickets, take more online booking of movie shows, buy more leisure products online which has lead to an overall more spend on online shopping by this category. The above results show that education as one of the variables of demographics factor doesn't impact online shopping in Indian context.
H1.2: Gender of consumer significantly impacts online shopping parameters of consumer
H1.3: Marital Status of consumer significantly impacts online shopping parameters of consumer
H1.4: Income of consumer significantly impacts online shopping parameters of consumer
H1.6: Education of a consumer significantly impacts online shopping parameters of consumer
Conclusion
The ANOVA results for consumers' response across different demographics factors shows that gender impacts frequency of on-line shopping positively and Family Size impacts overall spend on on-line shopping. The overall results prove that the respondents have perceived online shopping in a positive manner. This clearly justifies the project growth of online shopping in the country. However, the frequency of online shopping is relatively less in the country. Online shopping organizations can use the relevant variables and factors, identified from the study, to formulate their strategies and plans in the country. The organizations can prioritize the consumer implicit and explicit requirements in online shopping environment. The results can also be used by various organizations to identify their target customer segments.
